Ao NsEnsuywemansiardsnuemans wivendeunsnuy ; U7 12 atuil 2 wguniay - dmau 2565
¥ Journal of Humanities and Social Sciences Nakhon Phanom University ; Vol.12 No.2 May - Agust 2022 29

nuIMINsEuESINNIAANAn s aien lngdmSunguiinvisuiisavadulie
waeIngan1sed Covid-19
The guideline to Promote Thailand’s Tourism Marketing for Indian Tourists
after the Covid-19 crisis

auild Jushwenan

3 q

Usanee Watcharaphaisankul

Article History

Receive: August 18, 2021
Revised: May 25, 2022
Accepted: May 26, 2022

UNANED

n13itendailfitnguasasdiiiofnudadoutndenvasgnamnisurioniivalnedmvinvionden
ydufle waziitotiausuuimsnisdauaiunmaiansvieniiod e fvinzaudmivinveaiisrrndule
n&inganisal Covid-19 uideiifunuidedmuain lnsidususnteyadieisnisduntvainuy
Adassadsanglideyaddny S1um 15 au fMeTBnsuuuiazas LAz ISEuLUY Snow Ball wdmsiaaeunIy
gndesresdoyadieiBnisuuuaiuidn nanisAnwinudt Tnviositerduideuinvioaiieadnenings
foufuneieafietdinsszine Wen1sindou iionsdnnuudanu tnedenussmdlnelugamnsuaienig
iesniininensvieaiieafigavanugel IsUuuumsvissilswuunszaedneliiAnnisnszaeneldgainie
uiszmeduieduussmaifnisinla3alalsii (Covid-19) mniian vhlfnsiumadudesdinasnmsiidusna
warldsrozinailumadiumanuiu Snissweailouthuluavondeududusiuiiddymasing Tunsiadau
Lsmensnaanguiinvieaiiearnduide deieinduguasse {idedaddinausuuiminisdaaiunisnainnis
vioufierlnefivungaudmdutinvieniiervnduiendsinganisal Covid-19 iisfsandulszaunianisnain
7P’s 1A Potential nsassdnenmlunisiinunmsvisndisrgusuiielfimnzaufusuiuumsifumaie il
vastinvieaflsdulde, Prospect miafrslenalunisianguiinvionfierduifengulv uaznszdunguiinvieaiion
sufainlunisidumsionfielussmalnginuuaud gynisiesielnespmednl nddinganisallain-19 uay
Path safe n1sassnudesiuliuninveuilos laslaniziieswesnudasadlunisfumadiuviosien
Tudszimnelng

o

ANEIAR ¢ WUININITALESY ; n1svieaWienlny ; UnvieunedBuie ; Ingenisal Covid-19 ; druuszaunia
N139a79

9197158 AuziaussINALAdoNLarN1TvioufienTslng umInendeaiunsuilsm, Lecturer, Faculty of Environmental Culture

and Ecotourism, Srinakharinwirot University



Nsnsuywemansuardinumans univetdouasnuy ; I 12 atufl 2 nquaieu - Aameu 2565
30 Journal of Humanities and Social Sciences Nakhon Phanom University ; Vol.12 No.2 May - Agust 2022

ABSTRACT

The objectives of this research were to study the surrounded factors of Thailand's tourism
industry for Indian tourists, and propose the suitable guidelines to promote the marketing of Thailand’s
tourism for Indian tourists after the Covid-19 crisis. This research was qualitative research. The data was
collected using semi-structured interview. The 15 informants were selected using purposive sampling
method and snowball sampling. The data was verified using triangulation. The results found that Indian
tourists were the high potential tourists and like oversea traveling for recreation or wedding ceremony,
and Thailand was chosen as a destination because of the prosperous tourist resources. There are various
tourisms in each region of Thailand driving to a large amount of income, but the highest number of Covid-
19 cases in India causing the strict regulations and long session for travelling as well as the neighbor
countries in Asia was an important competitor attracted the market share of India tourists were the
obstacles. This research proposed the additional guidelines to promote the marketing of Thailand’s
tourism for Indian tourists after the Covid-19 crisis from marketing mix 7P’s such as the potential; building
up of a suitable community-based tourism for Indian tourist’s travelling behavior, prospect; opportunity
creation to attract new group of Indian tourist and urge the primary Indian tourist sroup to travel to
Thailand through the campaign new perspective of Thailand tourism after the COVID-19 crisis, and path
safe; building up the trust for tourists especially the safety of travelling in Thailand.
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4. S-Social Lunslingiludesdany amsssn veainvieuiisnynduseinatenisiiu
madumeuiiedlulszmelng nui Ussiuiiidulenta (Opportunities) fie thiesiierduiefianindnuuas
Tausssuiiidnvuzadioadafufuidnsdiduiinvesssnnslulszimalne sinliinneuiisaduifedeuiu
madhaviesiien Snitainvienfirduiedarfonlumaiunsieniiendssewaiion s wndeu wensdaau
uiU itsuenisanuiigiue Ssaenndesiulszmalnefiivingnsiasnulunissesiuinguzsaddnan
uavUszidiuiiduguassa (Threats) Ao anmdsauvesuszimalnedunmaidiesdsnsiinmailisuas saufsaniunisal
Covid-19 vesusazUsamadaduiinina lnslansUsumaduieideonifnlisalalsings dwalisiumunisiiu
yadruieafisrantosas SnfissUuuumaendisvesinvienilenduisly udandlesifinrudesnisfiunnsaty
ligndansiauINIsAaIatugun g

5. T-Technological tJun153iAs1zainnuintiimiamaluladansaumavesgnannssy
vioafiealne Weiluuuiminisduasumsnaiadmivinveaiisaviduide wui Ussiduiidulonia
(Opportunities) Aig ?iaﬁ%maaLwadmmaﬁLvm7xaﬂumiﬁamiﬁuﬁﬂvimLﬁmﬁﬂaquwnémﬁ& Fauszmalne
Al aiannuanlesuodisdeidonieliausairtenguiinvioniioarndudelfeg 1w 1wu MakeMy Trip
flddmiunaunuisuiisanazaesdiindliSuanudenlunguiinviesiissynduie salufsluga The Next
Normal Fnunfdalufiasiiatundaannaa New Normal agfinstmeluladlvsly dhanusulddmsvgnamnssy
nsvisadlen eatsmudesiuliuddneniivannniu wu nsvieadisnuuiaiouass (Virtual Reality) wag
Usgiduiiduguassa (Threats) Ao YssmalneSanayanainsidanuinrmamsnmzilunsianiuda
unanvefudang1n shlsinmsiauiduluogisin wagarnufnmihveaneluladorsiluinneaisndoniunis
FrenuLouny winnslduinsiuny UsEndniudien (Travel Agency) visessunluwos

1.2 myinsizianmuandeuneluresgranunssuviesdienlne % 7 fu muuunAndiudsyaums

n13naA (Marketing Mix’s : 7P’s) il

1. wan Sl (Product) wuin Usziiuiidugauda (Strengths) Ao muaisauveminens
yansvioniirlusemalng wu vee waseudadudsiifsgalfineaderrnduiedouduniadimn
yiouilen Tufsfanssunnmsvissiisiaenadesiuanudeanisvesinvieaiiienduiiis 1wy Aanssurensia
Aanssuna e nsduerisiieshu miﬁauﬁﬁﬁ%ﬁmmawnﬁmﬁu Sniatinreadlrfoniumaieadienluds
madsminnnansioaddy Wy namne 1Fedlual qifin et uasdeuinlsaususedu 4 a1 uivssfuidugesey
(Weaknesses) o msvinmsdantsnmsviesileguruludlassadsiuguvosmusudldldfunmetaniniia
somssesiunmafumaduvieniion uasdssmmileutudinaduduisiunisd nmeteuts

2. 510 (Price) wuh Ussiiuiidugaud (Strengths) Ae 1endm3ududi USn1s wazAanssu
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thvieadieduidedmmiuiiazane Welwldduduazuinmsiifiquamilvanzay
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3. doamansdndivine/funudndiming (Place) wui1 Ussifuiidugauds (Strengths) fie
mMsUsznduiudeyaiinafunmsvieniisriumstesmsivanvanaifielidinfwmantinveafsrvnduds i
mssaynUssrdiusilunagsnessna sailuBusiuiu wareoulad wivssifiufidugagou (Weaknesses) fio
ynnsthiauslugliuuiyanaifiefiudesndlunadrfeinvioaiisasndu
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(Weaknesses) fio 11amsaaaiumsaanlugunuudug Wivsnzaududnenmiidegegimainansvesmineins
mavieadiedlng sudaamsussnduiussunasndeiaisanudesiuliuddnvieadelunsiiuniendy
Whuvieaifien

5. Andeunasunenm (Physical Environment) Wuin Usziiuiidugauda (Strengths)
fie Uszmalnefanimwindeuiiassnumanzuinisifunisnvisadio uasnssmuinglszadnisfunises
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2. WilotlauouuImnIsdsaiunIsnatansesiiedlnefminzan dmduinvioniierviduiie
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fwngaudnsuiinesiisrniduendfinganisal Covid-19 iuauuszauniinisnan Tail

2.1 nanfuet (Product) ilunsimundudiuazuinisivnduidedoufumadusiouiionly
Usewrlne laun
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vipuilsmuuvamia s sUssiimanslneiulifiuiaendnuaivesniundulne msizdnvieadiearidulfe
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nszeselagvisiulutimdsingnnisal Covid-19

2. winsuliUszmelveduvdadoutdudasnnduuelng audlesddiag mamsvieadios
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3. duadunariaunlsusunuiiomieaiiearieg Wiinsgnuufoaiulsususedu 4-5
17 WU nsUiulassadeituguiasdsdiuisauagainitlduinsgiu wazdunaluladuiussgndldiudiin
WeaduanudesiuluderuazanuasUaendeliundnriendion mszinviesiiersnbduiedwlnaazdentin
T59u51 4 A7 SEniensviendisadauszmannninfinnussiandue Wewnldfuauasainauis was
fanudasnsiereinuasningau
4. sdnaudaaiuanudesiuliudtnviesfisrdud slumsiumadnveaiiodlulssime
ne Tngendenrmsaiionnnnnadilidiazniady maenvu Wy mUssnduiusnmdnuainseiiodlyl
voslneuaensvliledn viensdnuaniugieaiivafiinssamduiuazuinisieg mansvieaiiodluguuuylval
diensedunrwaulaliunnguineadisrsmduie uaruesssmalneliiduundmeniinondouiidnadmils
Foaumandesndoulyils
2.2 5901 (Price) Wun13@asim1dm3uauda usn1s wazfanssunianisieadieasneg iun
tvisadieaduidednonmgs leun
1. ﬂﬁif?]u’ﬁﬂmLLWﬂLﬂmﬁaﬂwLauaiﬁl,l,ri@‘ﬂﬁﬂmjﬂjn@u@a Wy n1sRas1AnTiin o wnsuas
\AFDIRY MIRaATRINTIINIYionTien mséﬁgﬁwmﬁm%’vmﬁmmuﬁiﬁLLasé’uﬁyju sy dedunisnsyduay
aulaliiundnvenfiorraduifefddlitnefunmadmmsadiorlutsumealng Tnowuiiaumngusilusiand
gL UANA199INTIdY uazanansadalilinnudesnis
2. maksmalilanumnzaniuauamresdudnazyinig Wesmndnveadisrsiduiie
dnenngsarlugldinalumsmaveniieamassmausiasafaszana -5 Su wagldldmilduZemosmann
i anthiludesesnunindundn Ssmsduatuliussneunmsdenailifiaumngauiuaufuasuimanieg
2.3 fosnamsindming faunudndmie (Place) iunisifinvemdunsdmieduduasuing
yamsvisaiievesszalngliuminvieafieadudednenings e
1. wiumsiauevduaiuasusnIsHIuLa Il viseLesenewusing 1w uTEniuinnuing
B iusne Tsausy 51uenms Sudanenlsl Wismvieadion 1a Wielvidnvieadiedldunsudeyaieaiuaiy
NIBUUAZAIUYANANUFIVDINTNEINTAN fiBoromsduasumsviesiienlne
2. duadumsiameudluussmalyifeafunsinanuiang lnsaeaunsniendnuainaiy
Julve wasndmensdug ﬁLﬁyaGiamivimLﬁm?iuﬂ W lsausu anuiivieadien $uems WFInmnuuegues
aulne Fausssulne sy Wowesunslinuismnilasuy wasiagelidumatumiondodluusymelne
3. duaSunsUsenduiustoyariuineasooula uled Fadugndeyaiitnvesiiyn
suidefonlflunmsdududomanimaiiunwisufisaneudiumandmsmelne
2.4 nsdaasunIInan (Promotion) Wun1snseduanudosnsliuiinviouiisrduidelunisiiu
madrumioadisalulszielne leun
1. N15d9158n15918 (Sales Promotion) iunisydlatfnvieadienlsidnaulalunisideniiu
yadanvieniienlfisiu Wy nmsdauauynisvieniismeyumedmivddinganisallain-19 Tnsanasuiion
ynmadnlvidnvieadivaduidelfidiuguuesmiquesnmsviondielnefiuandnaainiidu laud emns 3amsduiu
Fim uandlensefulitinvieniisduisiinaufosmsosnundudaiuidinesieg fedadunsvesdnenm
tnvisansvndudelasuiifniunuamillanuresduduasuinmsveaievedine
2. mslawan (Advertising) ludanguiinvionfierduidelngrudonisg Afanuvuinvane
iessntinviendisafisuuuunsiiunsieaiisriunnseiu TneuiudluFesmonnumenuvesaniuiivieiles
anuidnauiiiviesulyu wasfiddyseatiusesanudeivluinaspunstesiuhialaia-19 suluds Fos
yosmnudasafomsziunmdnuaiflsifivedveiithvioadsiedudonanis
3. nsdnasunisvielaediyana (Personal Selling) 1Wuni1sviertudyanalydingy
fnvieaiisrriduiie Tnoiunsiiunsluguiuunisdaussan duuun (MICE) Wesannauaulanisidunia
vieuflondegsna dsnanidaduiifenvesitmuueluamansuisesszinadulfe
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2.5 Awandauveunienin (Physical Environment) dunisdnnisdawindoumnenisvieaiiedlnd
anumnEaLAUnINensMvisaisvedlneifeglvinsimuaudesmsvesinvieafieaduide léud
1. M3daaSunmdnwainsesiisavessenalnglugunesvesinvieuiivadulfiedniing
visafigafilanisiu vaavats 1wy amdnwainsiuaniuiidmivinnuudenuazduilyy nwdnuwalfunis
vieuflvndeduaiuguam awdnwaldnufanssutuiisensed Ineunwdnualvnansvieadeslusyfungns
uazamdnualiueuuaeafelilansiuningudstu lou Yszimaseawnside Uy uazdenlus
2, ﬁﬂl,auaﬁﬂamww%fwEnﬂiﬁL?ﬁyam'amiviaaLﬁmlwsJﬁaaﬂﬂé’aﬂﬁufmaﬂizaaﬁmilﬁumwaa
nvieaieaduiie ileadannunszniniiussmalneduvawieaiivassiuguniwiimunz audiniunisdngu
T Suilyy nsiauseyu dumn
2.6 YANIAUINg (People) Aluimsurtnvieaiivrsmduide Usdming usdmaasiius Tsausy
Huevns sdanianuiiressinsanuazmnie lugnamnssunisvieadioalne
1. dnilneusuyaaInIIsNTviaaiin Tnsidufanmdnuainuduiinssaded svasnulne
(Hospitality) Anuiitlavesaulne Fudugaiduresaulveiunnsuanyssnadug widnlallfduiinanidungs
tivioadieariduiie
2. duasudnenmvesyaainsingliiduifuivesinvesioalusesnnuduiioendnlunis
dnau wazmsdnhuilaingg Aanunsadaeenuilianugainueudonis laawu uans
3. daadunsadedndinimsevhadduidudivesiuiiuasionie fussnaums gid
dldduds uazdnvieuiinrlunsmsewindansliminensmamsvieaiiendifiegegnsdin itetosiuaudon
Tnsumesiiuiivioailen LLaumu’tumawaammﬂaammlmEjmimﬂmmmuuﬂ‘maqmm
2.7 n38UAUNI588 (Purchasing Process) Tunaulunislfuinisiidrursaruazainavioud
tvieudienmiduie uasneliiAnmnufisnela
1. nsimwngemislunistisziiy linasuazaontoununistiszriiuiuan saudenisadng
Application ifionTraaeuaulasaforasiuil Insianizludisaniunisailain-19 nnseenuuu Application
Tfanansansndeuaudaoneluusas N duumamoaiisonion aunsoassenudeduliuiinieiien
Tumsidumatunvieaileld
2. duasunsvieafieanuuiaionase Virtual Reality faunisiiunia wislidnvieuiivldiu
anuiiifesnaAumvioniieneunsindulaiiunian weadsmnudesuwazarudasadunounsidun
939

oD £

PNUUIMINIsANAS I IRaMN vieaTien efimneaudwmiutviouflevdudevdsinganisal
Covid-19 Tsduiifadeliinaue Idaenndesiunis@nyiues Anusonphat (2020) ind1231 nsUFuadunIs
vieafiervaslngriunansaniglsassuinid enstimsuiusdumafiadnenwiondieagueu snseduumsgu
msviaaiisuuliiAaauieiusetnresiisnniundeitaiam s fiudanuanansonisnisudsdulis
wvy wazadslidmuszaunensnaaiiefindanuannsananisudsiulifugaamnssunisvieuiienlne
FamsuSussumginssunmsieadieasielmilngldvdndameant sldlianusylen] liun Tamataimsvieaiies
WNENay PIngaddvia ANuYaendesenintansiiun1e aen1stusiausende uleuienienisiles uazday
Haseng waznisUudaunsiuiieuasdoansn1nringd dawasieqsia uagn1sAnuwIves Tatannsuwan (2020)
fina12n nalalunstuideunsvesilsmdsinganisallain-19 fe nszdumaiumaisuiielulssmaiioadrs
augesiuguilae Wisdnawannsalunisudsduszerem
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#3UNan15Y

LIMeMIALaS UM sRaIAnIsieu s e audmiutinieafissiduiendfinganisal Covid-
19 leuA mMsimunnisvieafisrsueu (Product) Wiimuanansananisudeduls msizdnvieadiorduifieden
Wumanuunsgaeildanidemalsgyuvuiievieadfisrluguuuusiiag suanuavls ndndulviuszmelne
SundstortaduddaonnBualug uazdsaililienumngautuamuamuesduduasuinig (Price) whuns
YNAUBUIBAUALAZUINITN U UAIN viToIATeU18UsHNT (Place) LWuN1TauasunIsuIy Mslayul wazn1s
duatunisvislagdayana duuaudynisvsadealneyuuedduivdsinganisallain-19 wu duaiunis
yhameudluuszmealneifediun1sinnuini (Promotion) nsdsaiuandnuainisvienilsrtessemalne
Tupmewesinvieaflendufisiinsvieadieriilanisu narnuae (Physical Environment) Tilanisundigudadu
sudsdntinousuyanainsmamaeniien lneiufenmdnuainnuduinsviedeiiovasnulve (People) way
faundumoulunislivinisiisiuisanuasmnauisuddnviendissniduie uasdelfifinarufimels
(Purchasing Process) 141 4991140159152 13U Application \ionsiaseumuUaenduvasituil uenanil RN
Iéiiaue P Aiivtuniiteduiuamidumstaaaansviendisrdmsutinvieaiisndudte 1éur Potential #o
#nenmlunsiauinsviesiisryuruielimnzaufusuuuunsiiumsisadfissvesinveadivrduiie ua
Fasalfianyauiunanimuesduduaruinis Prospect fie mansesunatatinioadirdudeliiundusn
Tuszoznaniisindy msaslomalunisisnguiinvieadioaduiendulm uaznsedunduiinvisnfisduieia
Tumsiiumsvisadisalulssmalveinuauugnsviesiiennesuuedivavingansallain-19 iliussmealne
Huunaaieaiieafiinviendieniinds uazdndulaidenifiunavieciiion Path Safe Ao nsareaundesiuliiun
thvieadierludesine nawmziiewewruvasadulunsiumadnuvesiisuussmalng

Uszlevdnldsuainniside
1. nyufsdadeuindeuvesanainnssuvieniielnadmiunguaaiatnvisaieIvaduse
2. lwwmenisdsasunisaaianisvieaiienlnefiungaud wiunguaaininviosieduie

YoLE UL ULINBNNSIY

Horuauuziiotnan1siseluly
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msiimsfnwiiasludiuvesnnudesnsvesinyeadiorniduie (Demand) ielfanunsathdeyain
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9911AN15398
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